. expending large amounts of time and energy on developing a quality program and having few or no participants! In the search to discover what went wrong, many occupational health nurses fail to recognize that while the program was well planned, the strategies used to market it were not.
Indeed, marketing is often viewed as a vague concept by many health care providers. Yet marketing is nothing more than a systematic means of identifying obstacles and issues, as well as opportunities, that affect an exchange relationship. In a positive exchange relationship, both provider and client receive equal benefit from the program (Kotler, 1982) . For example, when an occupational health nurse initiates a health screening program, the positive exchanges for employees and the company are identification and resolution of health problems that could lead to a decline in productivity. The company is also perceived as being responsive to employee needs. In return, the occupational health nurse gains increased visibility as a health promotion agent in the company, and increased contact with key. company personnel.
These positive exchanges are the result of careful planning and the preparation of a marketing plan. Six components are required to successfully mar- After identifying the marketing project, the occupational health nurse must research the four "PS" of marketing: product, price, promotion, and place.
ket a program or service, and while each is not accomplished in the same order for every case, all of them together are essential. Cooper (1979) , in a classic article on marketing, stated that the key to successful market planning is to clearly determine the specific program or service you want to market (eg, offer an audiometric screening program or provide employee education regarding toxic substances). Once the specific project has been set, develop a list of potential tasks related to the project, such as evaluating needs for staffand equipment and arranging for referrals. Sort the tasks into those that require major and minor time commitments and prioritize the tasks from least to most important. After all, before you are ready to market a service, you must be fully aware of the new project you are about to sell to the company and employees.
SELECT THE MARKETING PROJECT

RESEARCH THE FOUR "Ps" OF MARKETING
After identifying the marketing project, the occupational health nurse must research the four "Ps" of marketing: product, price, promotion, and place. While there are many ways to conduct market research, such as by questionnaire, interview, or telephone survey, a new method called focus research is gaining popularity (Festervand, 1985) .
A focus group consists of eight to ten members selected from all groups that you wish to attract to your program. Individuals who should be considered for membership in a focus group are past participants in your programs, area supervisors, leaders, and especially people who have never used the service before. In the group session, each person is asked to express an opinion about the four "Ps" as they relate to the program under consideration.
Product.
The assessment of product or service requires examination of the services offered and the people using them. Ask members of the focus group what they think of the proposed program. Are there other programs they are more interested in? Do they think that other employees would be interested in this program? Who are they?
Price. Promotion.
This involves methods of communicating your program to employees who might be interested. Questions to ask the focus group members are related to promotional tools. Do employees read program bulletin boards? Do they have access to (or interest in) company newsletters? What about direct mailings ornotices enclosed in paycheck envelopes? Be sure to elicit information on what sources of information are viewed as most credible by the focus group members.
Place.
The final aspect of marketing research involves not only where the service or program should be offered but what aspects of a place employees prefer. For example, consider lighting, parking, and access to buildings when planning programs after nightfall.
SET PROGRAM OBJECTIVES
After conducting the marketing research, you will be able to set realistic program objectives for the target group. For example, a behaviorally stated objective for an education program on toxic exposure to lead would be, "Upon completion of an education program, employees will demonstrate increased knowledge regarding the routes of body absorption of lead." Although objectives can be written in various ways, they must be clear to anyone who reads them. A marketing objective forms the basis for work plans and takes into consideration all the information that your research of the four "Ps" has provided. Faherty (1985) 
DEVELOP MARKETING
STRATEGIES In the terminology of the marketing expert, three areas must be considered in developing your marketing strategies: segmentation, targeting, and positioning. Segmentation is related to the need to subdivide the employee market into small subsystems, such as those who work in a particular area, have similar interests, or work together on a particular shift. Another marketing strategy is targeting that involves determining what subgroup, if any, you will concentrate on during the actual promotional campaign. Finally, positioning refers to your image as the provider of the service. An occupational health nurse may position as an expert in the field of occupational health or health promotion, or as a convenient alternative to other resources. In other words, positioning influences how the employee will think of you and your services.
DESIGN THE PROMOTIONAL TOOLS
Once the strategies have been made explicit, the next step is to determine which promotional tools are going to be the most effective for the employee group you have tar-geted. Will you use announcements in the company newsletter, posters on bulletin boards, direct mailings, or other methods of promoting the program? Effective promotional tools are those that are consistent with marketing strategies and are written and prepared for specific target groups. These tools should have a professional style, tone, or character, and should be designed to persuade or inform rather than intimidate. Consider the suggestions of the focus group regarding the most effective promotional tools for your target audience. Set dates for implementing each promotional campaign.
IMPLEMENT THE MARKETING PLAN
Implementation of the marketing plan is now the final step. Start the promotional campaign and remain on schedule, utilizing the appropriate promotional tools for your target group (eg, posters, direct mail). During each phase of the implementation process, evaluation and readjustment may be necessary to keep the plan flowing smoothly. Are promotional tools reaching the target group? For example, have department heads posted notices on bulletin boards as planned? Ask the target group if they heard about the program or service and where they obtained this information.
While the marketing process may sound complicated, each step flows logically into the development of a successful program. Don't be afraid to market your program . . . after all if you don't no one else will!
